ment and of fashion involvement on mavenism, purchase decision inconvenience sampling method to generation X and Y members separately. Structural equation modeling was used to test generation X and Y models. At the end of the study, it was seen that generation Y are more materialist, involved in fashion and recreational shopping, and share their views of fashion products with others more. In addition, it was found out that the centrality materialism of generation X do not recreational shopping involvement whereas the success materialism of involvement.
INTRODUCTION
Materialism refers to one's belief that material things lead a person to happiness and social advancement (Parker et al., 2009) . Nowadays, there is an over-commercialized or of materialist society (Allison, 2009) . People fall under the wearing well-known brands, making up reasons or excuses for consumption, and keeping up with the latest fashion. Some of the consumers in this market purchase material things to take pleasure from life and be successful and place them in preferences is fashion. Fashion is a concept referring to the change in one's mentality in social and cultural terms as well as consumption and purchase behaviors. It also constitutes the consumer masses that spread all kinds of business details or news on social media (Feich and Price, 1987: 85) .
Generations X and Y in Consumer Culture
Generation refers to a group of people born within a specific period (Williams and Page, 2011: 2-8) . Current marketers take Generation "Y" into account most while they cannot give up on Generation "X". Therefore, these two generations were included in this study. Each generation has its own specific traits, value of judgements, and attitudes (Lower, 2008: 81) . Generation X is comprised of consumers born between the years 1965 and 1980. This is the first generation purchasing a product not only because of its functionality but due to the emotional connection they establish with the brand. The members of this generation behave not only with their logics but also with their emotions. Generation Y is comprised of the consumers born between the years 1981 and 2000. This group includes consumers who are addicted to shopping, can make their own decisions, and consider consumption as a kind of entertaining game (İzmirlioğlu, 2008: 53) . Generation Y keeps up with the latest fashion (Saroja et al., 2015: 113) while X has interest in fashion as well (Andrew and Pentecost, 2010: 45) .
The generation studies are mainly conducted on the US consumption culture. It poses a curiosity to what extent the studies conducted in other cultures are true for Turkey since the influence of social, historical, economic, and political events on each country is different. There are some studies regarding the attitudes and values of generations in other cultures in last years (Andrews and Pentecost, 2010; William and Page, 2011; Bednall et al., 2012; Saroja, 2015) . Though the limited number of studies dealing with the attitudes and values of generations in Turkey has recently been on the rise (Alnıaçık, 2012; Yılmaz, 2013; Sarı et al., 2014; Gürbüz, 2015) . Moreover, lack of studies dealing with generation comparisons based on fashion involvement, materialism, and mavenism points to the need to conduct more studies particularly in the case of Turkey. Some recent studies that are in close association with the issue are presented. O 'Cass (2004) , Chan et al. (2006) , and Koparal and Çalık (2015) analyzed the relationship between fashion involvement, materialism, age, and motivation. They revealed that individuals with higher materialism tendencies, ages, and symbolic motivations are more interested in fashion products and purchasing fashion products. Ocass and Choy (2008) , Sullivan and Heitmeyer (2008) , Noble et al. (2009 ), Bakewell and Mitchel (2009 ), and Hourigan and Bougoure (2011 explored the influence of involvement of generation Y and revealed that fashion involvement has an influence on their attitudes, recreational shopping, purchasing involvement, and mavenism. Parment (2013) compared generation Y and baby boomers and revealed that baby boomers are more involved in automobiles while generation Y is more involved in clothes and food.As it is obvious from the literature, there is no comprehensive study comparing the relationships between these variables in terms of generations. The studies are generally from diverse cultures and focus on a single generation.
AN EVALUATION OF FASHION INVOLVEMENT: A STUDY ON GENERATIONS X AND Y 3.1. Methodology
The expectations, experiences, life styles, and demographic characteristics of generations differ from one another. However, the differences between generations vary from one culture to another (Gürbüz, 2015: 40) . These differences diversify consumer behavior as well. The purpose of this study is to reveal how the fashion involvements of consumers for different generations differ from each other in terms of involvement, mavenism, and materialism.A considerable amount of Turkish population is included in generation Y though it is generation X, the middle and advanced aged people, which stand out when it comes to economic power. This is because the income level of young population has not reached the expected level yet. Therefore, marketers do not have the chance to completely give up on generation X. Moreover, generation Y is a difficult consumer mass bringing along great changes to the market structures (American Demographics, 2002 -2003 . Based on the idea that they make up a considerable amount of the consumers, this study is an attempt to compare the fashion involvement inputs and outputs of generation X and Y.So, the scope of the study covers consumers from generations X and Y residing in Istanbul. The respondents were asked to reply questions based on their general sense of fashion. The sampling method employed in this study is convenience sampling. 400 survey forms for X and 400 for Y generations were administered within a confidence interval of 95% and an error margin of 5%. The questions in the survey fall into two groups. The first group is comprised of questions regarding materialism, mavenism and fashion, involvement while the latter group is about demographic characteristics. After the elimination of survey forms, 385 survey forms for "Y Generation" and 389 forms for "X Generation" were taken into account.
Materialism scale was adapted from the study conducted by Richins and Dawson 1992 ; recreation involvement scale was from Guiry's (2006) ; mavenism scale was from Hourigan and Bougoure's (2011); and fashion involvement and purchasing decision involvement scale was from O 'Cass A. (2001) . The variables were measured via a 5 point Likert-type scale (5=I strongly agree; 1=I strongly disagree). The data were analyzed using SPSS 16.0 and Lisrel 8.7 statistics programs. Descriptive statistics, confirmatory factor analysis, and structural equation modelling analysis were employed.
Research Model and Hypotheses
Materialist people believe that possessed things will provide insight about individuals to others reflecting their individual qualifications (Richins, 1994) . Therefore, it is believed that materialism has an important role in developing fashion involvement (Browne and Kaldenberg, 1997: 32) . Different levels of materialism influence involvement. With higher levels of materialism, people may consider a fashion product as the source of happiness and success putting them at the center of their lives (Richins and Dawson, 1992) .
H 1 : Success materialism has an influence on fashion involvement. H 2 : Happiness materialism has an influence on fashion involvement. H 3 : Centrality materialism has an influence on fashion involvement. Consumers who keep up with fashion, are innovative, or are fashion leaders take pleasure from shopping (Hourigan and Bougoure, 2001) . The shopping which they do to keep up with the fashion is for being informed about new products and developments. This type of shopping is not associated with a specific purchasing, rather it is only for the sake of collecting information. Fashion follower consumers consider this shopping as a kind of entertainment or leisure activity (Yavuz et al., 2015: 39) .
H 4 : Fashion involvement has an influence on recreational shopping involvement.
Purchasing decision involvement refers to a consumer's degree of involvement in purchasing decision (Ocass, 2000a: 558) . Product purchasing involvement requires consumers to evaluate many alternatives or product categories before making the purchasing decision. Fashion involvement facilitates purchasing decision in this process (Browne and Kaldenber, 1997) .
H 5 : Fashion product involvement has an influence on purchase involvement.
Mavens are people with high levels of interest in the market (Smith and Brister, 1994) . By involving in fashion, these people accelerate adaptation to new products (Stokburger and Hoyer, 2009) . Therefore, people with high levels of fashion involvement are also mavens for market, and they like sharing product, brand, and store details with others.
H 6 : Fashion involvement has an influence on mavenism.
Research models for generations are as shown in Figure 1 and Figure 2 (In appendix).
Data Analysis 3.3.1. The Demographic Characteristics of the Respondents
The demographic characteristics of respondents are as shown in Table 1 . 
Testing Materialism, Mavenism and Involvement Scales of Generation Y
Based on modifications, 3 variables were removed from "success", 2 from "happiness", 4 from "centrality" materialism; 2 from "mavenism"; 3 from "fashion", 3 variables from "purchasing decision", and 2 from the "recreational" involvement. Fit values are shown in Table 2 and 3. 
Testing the Materialism and Mavenism Scales for
Generation X After modifications, 3 variables were removed from "success", 2 from "happiness", 3 from "centrality" materialism; 3 from "mavenism"; 3 from "fashion", 5 from "purchasing", and 2 from "recreational" involvement. Fit values are shown in Table 4 and Table 5 . 
The Relationships in the Fashion Involvement Model
The research models were tested via path analysis. The model of generation Y suggested a modification for happiness materialism, the variable of "I would be happier if I were able to purchase more" was excluded. Results are shown in Table 6 . Table 7, and Table 8 for both models As shown in the Table 9 , for generation Y, happiness and centrality materialism have a positively significant influence on fashion involvement, and fashion involvement has a positively significant influence on mavenism, purchasing decision and recreational involvement. However, the influence of success materialism on fashion involvement is not significant. Therefore, H 2 , H 3 , H 4 , H 5 , and H 6 hypotheses were supported while H 1 was not supported. For generation X, happiness and success materialism have a positively significant influence on fashion involvement, and fashion involvement has a positively significant influence on mavenism and purchasing decision involvement whereas centrality materialism does not have any significant influence on fashion involvement, and fashion involvement does not have any significant influence on reactional involvement. Therefore, H 1 , H 2 , H 5 , and H 6 were supported while H 3 and H 4 were not supported. The path diagrams are shown in Figure 2 and Figure 3 (In Appendix). 
CONCLUSION
Changing and increasing demands of consumers make it difficult for marketers to understand and meet their demands. In this sense, trying to discover generations makes marketers acquire a different perspective and leads to the development of more successful marketing strategies. One of such strategies is to categorize consumers according to their generations. Since generations are highly important for marketers, this study deals with the relationships between fashion involvement, materialism, mavenism, recreation, and purchasing decision involvement within the context of generation "X" and "Y". According to the results, the fashion involvement of generation Y is influenced by materialism more. They consider their properties as the source of happiness and put them at the center of their lives. However, they do not consider properties as the source of success. In addition, it was realized that fashion involvement transforms into purchasing and recreational involvement after a while. They also share their knowledge regarding fashion with the people around them. Consumers from generation X consider their properties as the source of success and happiness; however, they do not attach so much importance to them to put them at the center of their lives. It was determined that their fashion involvement transforms into purchasing involvement. The results are consistent with the results in the literature. To Eğri and Ralston (2004) , the success values of generation X are higher than generation Y. It is also reported that as the age increases, materialist tendencies change, leading to the identification of material possessions with success and happiness (Chan et al., 2006) . To Gürbüz (2015) , the sense of not wasting time is higher in generation X. Stevens et al. (2005) claim that generation Y has higher recreational involvement since they grew up with more recreational possibilities. In addition, for generation Y having a life nested in technology, technology is a lifestyle, and due to their electronic communications, their fashion involvement is higher than the members of generation X (Miller and Washington, 2011: 174) . Therefore, these consumers behave in a more mavenist way. This is because it is claimed that individuals interested in fashion product groups will have a higher tendency to make a research about all kinds of information concerning fashion products and are likely more mavenist (Hourigan and Bougoure, 2012: 130) . 
RECOMMENDATION AND LIMITATION
Taking the results into account, some recommendations are given to the literature, businesses, and future studies below. Dealing with generations will help better understand the differences between marketing strategies for different consumer groups. Thus, this study is expected to help marketing researchers understand that one of the factors leading to recreational involvement is fashion involvement. The understanding of the fact that consumers are involved in fashion also due to their materialist emotions will help marketing researchers to take into account materialist purchasing in fashion involvement. Fashion products are rapidly accepted and spread among the generation Y. Therefore, this study once again reminds businesses that an important consumer group for them to take into account while making fashion designs is generation "Y". Moreover, generation Y consumers constitute an influential group for generation Z consumers since they are the descendants of the current fashion-involved people. Therefore, taking into account the traits of generation Y will provide information about potential consumers when it comes to fashion involvement. In addition, this study revealed that fashion involvement is more common among people with high materialist tendencies. People with high materialist tendencies try to make their materialist properties their life styles and consider them as ways leading to happiness and success. In this sense, businesses positioning their products and brands against fashion should try to keep in mind that there are consumers who prefer their products just to possess a variety of things and be happy about them and should try to meet their demands. Mavenists make up an influential commercial marketing group for adaptation to new products. These individuals, who have high fashion involvement, share information about fashion products, brands, and stores with others. Understanding mavenism will help fashion product businesses or retailers to access this important type of consumers. Different cultures may yield different results about fashion involvement in different products and consumer groups. It can be studied in terms of other cultures and product groups and on the basis of gender. It is acknowledged that consumers who keep up with the fashion with a sense of materialism are opinion leaders and constitute an important market group, which needs to be taken into account (O' cass, 2001:49) . Previous generations may influence next generations in terms of fashion. Therefore, the fashion involvements of other generations (particularly generation Z) may be analyzed. One of the limitations of the present study is that it was carried out only on X and Y generations. Another limitation of the study is that the results were not evaluated in terms of fashion involvement of a specific brand or product groups. It was handled in terms of generations' general fashion involvement.
